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Since  China’s Reform and Opening up, as one of the first special economic zones,  
attracting outside investment has been one of the major tasks of local government 
departments at all levels in Xiamen. Xiamen has also made remarkable achievements in 
investment promotion. But with the continuous development of China's market economy, 
the increasingly intense competition between regions, issues Xiamen faced such as the 
cost of investment, industrial policy, land shortages and others,  has become more rigid 
constraints, government-led investment model has gradually unable to adapt to the new 
situation requirements. It’s both forward-looking, but also feasible for Xiamen to 
implement the investment work under the concept of city marketing. 
 
Facing the new situation, the Xiamen municipal government has made it clear to carry out 
the investment work around the "5 + 3 + 10" modern industrial support systems. ("5" 
refers to the five strategies: accelerate the development of advanced manufacturing 
industry, vigorously develop modern service industry, optimization and upgrading of 
traditional industries to cultivate strategic emerging industries, doing fine and excellent 
modern urban agriculture. "3" means three starting points for the work: leading projects, 
the park support, innovative environment. "10" refers to the ten billion industry chain 
(group): flat panel displays, computer and communications equipment, machinery and 
equipment, biomedicine, new materials, tourism, exhibition, shipping and logistics, 
software and information services, finance, culture and creativity.)  
 
This paper, in which the biomedical industry, for example, firstly elaborates the origin, 
development and meaning of city marketing, comparative analysis of the differences 
between city marketing and corporate marketing. Secondly, it introduces the overall 
situation of Xiamen investment promotion and biomedical industries. As one of the ten 
billion industry chains (Groups) in Xiamen, biomedical industry has made great progress, 
but there are still many problems on  the working concept of  investment, investment work 
force and city marketing integration. Again, drawing on the experience of successful 
investment of well-known biomedical parks. Eventually, through the use of the concept of 















marketing basic strategy and marketing mix strategy. At the direction of industrial 
development, it presents Xiamen should continue to develop medical instrument 
technology, medical equipment and specialized software industry, intensify the 
development of pharmaceutical biotechnology, traditional Chinese medicine and natural 
medicine, new formulations and formulation technology. It also puts forward concrete 
proposals from product strategy, pricing strategy and promotion strategy. Through this 
study, I hope to provide some useful information and reference to Xiamen industrial 
investment promotion work.  
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第一章  绪论 
1 





























































































    通过调查城市营销理论相关文献资料，了解城市营销理论的内涵，对城市营销
与企业营销进行比较分析，阐述城市营销理论在政府部门招商引资活动中的运用。 
（二）案例分析法 



















































                                                        
②菲利普·科特勒. 国家营销[M] . 华夏出版社，2003. 
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